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VLWHV&XPPLQV3HOWLHU6FKLEURZVN\	1LOO$PRQJWKHEHVWNQRZQRIVRFLDOPHGLDDUH)DFHERRN/LQNHG,Q
,QVWDJUDP7ZLWWHU HWF(DFKRI WKHVH DUHXVHGE\KXQGUHGV RIPLOOLRQV RISHRSOH DQGPRVW LPSRUWDQWO\ QRZE\
EXVLQHVVHV











WKHPVHOYHV RQOLQH /DL 	 7XUEDQ  *UX]G HW DO  )RU H[DPSOH VRFLDO PHGLD FRPPXQLFDWLRQV DOORZ






FRPPXQLFDWLRQ FKDQQHO KDV H[WHQGHG FRQVXPHUV¶ RSWLRQV IRU JDWKHULQJ XQELDVHG SURGXFW LQIRUPDWLRQ IURP RWKHU






GLQHUV LQ WKHUHVWDXUDQWHYHQ WKRXJKWKH\GRQRWNQRZWKHGLQHU LGHQWLWLHVDQGUHDVRQVIRU WKHGLQHUVFKRRVLQJ WKH
UHVWDXUDQW %HFNHU  $FFRUGLQJ WR 6LQKD DQG 6ZHDULQJHQ  FRQVXPHUV DUH IDU PRUH OLNHO\ WR EHOLHYH
UHFRPPHQGDWLRQV IURP SHRSOH WKH\ NQRZ DQG WUXVW LH IULHQGV DQG IDPLO\PHPEHUV DQG SHRSOH ZLWK VLPLODU
H[SHULHQFHEXLOGWKHWUXVWEDVHGRQFRPPRQH[SHULHQFH=KDQJ	*X+HQFHFRQVXPHUVWHQGWREHLQIOXHQFHG
E\ WKHLU VRFLDO LQWHUDFWLRQVZLWK RWKHUVZKHQ WKH\PDNH EX\LQJ GHFLVLRQV *RGHV HW DO  5DWKHU WKDQ IURP
DXWRPDWHGUHFRPPHQGHUV\VWHPVFRQVXPHUVDUHIDUPRUH OLNHO\ WREHOLHYH LQIRUPDWLRQDQGRSLQLRQV IURPWUXVWHG
DFTXDLQWDQFHVDQGDUHFRQYLQFHGWRPDNHSXUFKDVH
4XLQQ DQG'XWWRQ  VXJJHVW VRFLDO LQWHUDFWLRQ FDQ JHQHUDWH DQG GLPLQLVK WKH IHHOLQJV RI HQWKXVLDVP DQG
FRQILGHQFHE\LQGLYLGXDOWKDWLQWXUQDIIHFWDUDQJHRIRXWFRPHVHJGHFLVLRQDQGDFWLRQ7KHUHIRUHVRFLDOLQWHUDFWLRQ
DPRQJSHRSOHLVVLJQLILFDQW$FFRUGLQJWRDPHGLFDOUHSRUWE\8QLYHUVLW\RI5RFKHVWHUPHGLFDO&HQWHUVRFLDO
LQWHUDFWLRQZLOO FRQWULEXWH WREHWWHUKHDOWKKLJKVHOIHVWHHPDQG ORZPRRGGLVRUGHUV VXFKDVDQ[LHW\DQGGHSUHVV
:KHUHDV WKRVHSHRSOHZLWKGHILFLHQF\RI VRFLDO LQWHUDFWLRQZLOOKDYH IHHOLQJVRIGLVWUHVV DQGGHSUHVVLRQ 5DXNWLV
.RHVNH	7HUHVKNR,QWKHRIIOLQHFRQWH[WVRFLDOLQWHUDFWLRQLVDQRQJRLQJVRFLDOSURFHVVZKHUHE\YDOXHLV
FUHDWHGZKHQ WKHUH QHJRWLDWLRQV DPRQJYDULRXV VWDNHKROGHUV+RZHYHU WKH\ DOVR LPSRVHQHZFKDOOHQJHVEHFDXVH
VHSDUDWHVWUDWHJLFDFWLRQVDUHRIWHQUHTXLUHGWRPDQDJHVRFLDOLQWHUDFWLRQ.H\EXVLQHVVIDFWRUVRIVRFLDOPHGLDDOORZ
FRQVXPHUVWRHVWLPDWHSURGXFWVPDNHUHFRPPHQGDWLRQVWRFRQWDFWVRUIULHQGVDQGVKDUHDQ\RIWKHSXUFKDVHVWKURXJK
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7KHRUHWLFDO%DFNJURXQG
7KHWKHRUHWLFDOEDVHVIRUWKHVHVWXG\GHULYHGIURPGLIIHUHQWWKHRUHWLFDOIRXQGDWLRQWKDWFORVHO\LQWHUUHODWHGLQERWK










PD\ KDYH FRQWULEXWHG WR WKH ULVLQJ RI GLJLWDO VDOHV H0DUNHWHU  8QLWHG 6WDWHV LV VWLOO WKH OHDGHU IRU WKH
FRQVXPSWLRQRIH&RPPHUFHVDOHVZLWK8.FRQVXPHUVEHLQJWKHPRVWDYLGVKRSSHUVDQGEX\HUVDURXQGWKHZRUOG
H0DUNHWHU 1RW VXUSULVLQJO\&KLQD LV OHDGLQJ WKH$VLD3DFLILF UHJLRQ EHLQJ WKH VHFRQG LQZRUOGZLGH IRU
H&RPPHUFH VDOHV WKURXJK H0DUNHWHU 0HDQZKLOH 6RXWK.RUHD UHWDLO H&RPPHUFH VDOHV H[SHFWHG WR












DUH LQWHJUDWLQJ DQG VKLIWLQJ WR HFRPPHUFH LV WR LGHQWLI\ WKH VXEMHFWLYH SHUFHSWLRQV RI DQ LQWHJUDWHG EXQGOH RI
LQIRUPDWLRQH[SHULHQFHVWKDWHYRNHLQ WKHPLQGRIDFXVWRPHUIRUDFHUWDLQSHUVRQDOLW\SUHVHQFHDQGSHUIRUPDQFH
+RZHYHUSULRUVWXGLHVLQGLFDWHWKDWE\SURYLGLQJLQIRUPDWLRQDERXWSURGXFWWKDWWKHQFUHDWHH[FHVVLYHLQIRUPDWLRQ
IORZ DQG WKHLU IRFXV RQ WKH ODWHVW WHFKQRORJ\ HPEHGGHG LQ WKHLU H&RPPHUFH SODWIRUP GXH WR RQOLQH QDWXUH RI
H&RPPHUFH WKDWDVVRFLDWHGZLWK ODFNRISK\VLFDOFOXHV +HOP6LPPRQV.ROOPDQ	6XFNRZ
7KXV WKLVEHFRPHDFKDOOHQJHV WR WKHH&RPPHUFHEXVLQHVVEHFDXVH WKHDGYDQFHPHQWRI WKH LQWHUQHWRSHQVXS WKH
SRVVLELOLW\RILQWHUDFWLYLW\DQGXVHUH[SHULHQFHZKHUHFRQVXPHUVFDQHPSRZHUHGWKHPVHOYHVWRLQWHUDFWDQGHQJDJH
ZLWKDQRWKHUFRQVXPHUVDERXWWKHSURGXFW9LYHN%HDWW\	0RUJDQ0R\QDJK	:RUVOH\






ULFK LQWHUDFWLRQVZLWKPDQ\SHRSOHDQGSDUWLFLSDWH LQ WKHVKDULQJRI WKDW LQIRUPDWLRQDQGUHVKDSHGFRQVXPHUV LQWR
LQIRUPDWLRQVHHNLQJDQGVKDULQJEHKDYLRXU%URQQHU	+RRJ$NKULPL	.KHPDNKHP7KHGHVLUHIRU
VRFLDOLQWHUDFWLRQLVDQHVVHQWLDOSV\FKRORJLFDOQHHGRILQGLYLGXDOWRIHHOVRFLDOO\FRQQHFWHG6DUDVRQ+HQQLJ
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:HE  VKLIWV PDUNHW SRZHU IURP FRPSDQLHV WR FRQVXPHUV )XUWKHUPRUH VLQFH WKHLU QHHGV DUH DOWHUHG E\ WKH
LQFUHDVLQJUHTXLUHPHQWVIRURQOLQHVHUYLFHVDQGDSSOLFDWLRQVFRQVXPHUVDUHORRNLQJIRUPRUHVRFLDODQGLQWHUDFWLYH
ZD\VWRVWLPXODWHHQJDJHPHQW%\LQWHJUDWLQJVRFLDOPHGLDWRWKHH&RPPHUFHPRGHOSURYLGHFXVWRPHUVZLWKQHZ
DSSURDFKHV WR LQWHUDFW ZLWK PDUNHWHUV DQG SHHUV FRPPXQLWLHV 7KHUHIRUH VRFLDO PHGLD FUHDWHV FKDOOHQJHV WR WKH
PDUNHWHUV DV LQIRUPDWLRQSURYLGHGE\ UHWDLOHUVRI FRQVXPHUJRRGV LVQR ORQJHU WKHPDMRU IDFWRU LQIOXHQFLQJ WKHVH
GHFLVLRQVEXWPRUHRQWKHRSLQLRQVDQGH[SHULHQFHVIURPRWKHUFRQVXPHUVDUHVHHNVE\FRQVXPHUVZKLFKLVNQRZQ
DVµSURVXPHULVPWKDW6LJDOD
2.3. Decision Making Process Stages in eCommerce 
$VVKRZQLQ)LJXUHWKHUHDUHILYHVWDJHVWRWKHGHFLVLRQPDNLQJSURFHVVLQH&RPPHUFHWRHYDOXDWHWKHRQOLQH
EX\LQJGHFLVLRQ6WDJHLVFRQVXPHUUHFRJQLWLRQRQPDNLQJGHFLVLRQZKHWKHUWRJRRUQRWWRJRRQDQH&RPPHUFH


















2.4. The Web Experience Dimensions and Buying Decision  
2QHRIWKHGHWHUPLQDQWVWKDWKDYHEHHQWKHLQWHUHVWRIPDQ\,6DQGPDUNHWLQJUHVHDUFKHUVDUHLQIOXHQFHRIZHE
H[SHULHQFHRQRQOLQHEX\LQJGHFLVLRQ:HEH[SHULHQFHIDFWRUVZDVILUVWGLVFXVVE\&RQVWDQWLQGHV
$FFRUGLQJ WR &RQVWDQWLQLGHV  ZHE H[SHULHQFH LV D FRPELQDWLRQ RI RQOLQH IXQFWLRQDOLW\ LQIRUPDWLRQ





EX\LQJ GHFLVLRQ RI WKH RQOLQH FRQVXPHU 7KLV UHVHDUFK VXSSRUWHG E\ &RQVWDQWLQLGHV  WKDW SURSRVH ZHE
H[SHULHQFHDVWKHFRQVXPHU¶VZKROHSHUFHSWLRQDERXWWKHRQOLQHFRPSDQ\&RQVWDQWLQLGHVVXJJHVWVWKDWZHE
H[SHULHQFH LVFRQVLVWVRI ILYHHOHPHQWV VXFKDVXVDELOLW\ LQWHUDFWLYLW\DHVWKHWLFV WUXVW DQGPDUNHWLQJPL[ 3ULRU
VWXGLHVRIZHEH[SHULHQFHDUHGHYHORSHGE\XVLQJIORZWKHRU\&RQVWDQWLQLGHV7KHILQGLQJVRI&RQVWDQWLQLGHV
FRPSUHKHQVLYHOLWHUDWXUHUHYLHZDUHVXPPDUL]HGLQDPRGHOGHSLFWLQJWKHPDLQFDWHJRULHVRIIDFWRUVDIIHFWLQJ








UHVHDUFKHUVKDYH LQYHVWLJDWHG WKH UHODWLRQVKLSEHWZHHQFRPPLWPHQW DQG IXWXUH LQWHUDFWLRQ *DUEDULQR	 -RKQVRQ
+RFXWW)LJXUHLOOXVWUDWHWKHPRGHORIVLWHFRPPLWPHQWRQEX\LQJEHKDYLRU











,Q RQOLQH HQYLURQPHQWVPDQ\ FRQVXPHUV SUHIHU WR VHDUFK SURGXFW RSLQLRQV DQG UHFRPPHQGDWLRQV IURP RWKHU
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